This study aims to investigate the mediating role of customers' satisfaction on the effect of customer relationship management on long-term customers' loyalty in the banking sector in the Palestinian Territory. Using advanced statistical methods. This study supports that there is a high level in implementing the CRM, customers' satisfaction, and long-term customers' loyalty. It showed that these three variables: CRM, customers' satisfaction, and long-term customers' loyalty have a significant role on the Banking sector. CRM and its dimensions, and both of customers' satisfaction, and long-term customers' loyalty are positively significant correlated. Also, finds that there is no role for customers' satisfaction as a mediator variable in enhancing the impact of CRM on long-term customers' loyalty. Moreover, based on SEM the study shows that there is a direct impact of CRM system integration and customers satisfaction on long-term customers' loyalty, whereas there is a direct impact for customers' database and CRM system integration on customers' satisfaction. The scholars find that the Palestinian local banks should pay more efforts to improve their competences to enhance the quality of service and their employees' behavior level. On the other side, they need to keep their customers database updated and to be aligned with the cutting edge technologies to provide better service for customers, which is appropriate and meet their needs by obtaining the accurate information about their preferences in order to build a strong competitive advantage that is hard to imitate, this leads to build a strong relationship with customers.
Introduction
In Palestine, banks play a vital role in the Palestinian local economy; it helps them with the financial aid in order to secure their trade and business fund. Local and foreign banks in Palestinian Territory (PT) as in other countries are providing citizens with the financial facilities that meet their needs and expectations; this leads banks to compete with each other in the local market to provide the best offerings for customers. Thus, banks dedicate the resources and competences to enhance the relationships with customers through decision-making process, marketing, customized services and re-pricing. Customer relationship management (CRM) guides banks in classifying the various segments of customers due to their profitability and the business type. One of the major roles of CRM is to create a better understanding of customers' retention and identifying associated risks with customers' loans. Particularly, customers decide to quit dealing with the bank and respond to other suitable offers according to their needs and retard on their credit. CRM has a major role in the banks by supporting them to capture customers' data and boost the customer information accessibility thus enabling the bank branches to recover their business identity. This study aims to emphasize the importance of building and maintaining good relations with customers which could result in a better customer satisfaction and better CRM system management (Iriqat & Abu Daqar, 2017a) .
In addition, the top management commitment is mandatory for a superior CRM application in the organization. (Khaligh et al., 2012) show that strategies should be flexible and explicit in order to be aligned with the customers' needs and expectations; these factors are very essential to boom consumer loyalty and profit the organization.
The business owners always looking for improving their businesses, this is a basic feature of the production concept. Customers are looking for the best value in offerings, if organizations and companies don't excel in serving and maintaining a strong relationship with their customers, customers will change their decisions by dealing with organizations that have better service. In this regard, these organizations tend to adopt their best strategies to satisfy customers and to create new customers' base by attracting them with quality products and services in order to shape a strong loyal relationship with them (Long et al., 2013) . The most effective CRM application help firms to easily capture the significant marketing and sales information; so, CRM considered as one of the most valuable tool for improving the firm's revenues (Salawdeh, 2009 ).
In Palestinian Territory, there are 15 operated banks provide their products in the local market, the majority of them are foreign (8 Banks). These banks employ around of 7,000 employees (PMA, 2017) . These operated banks using the CRM for managing their interactions and transactions with their users, customers, financial and sales issues. The applied technology is used to manage and assist business activities and processes in the banks. According to Dowling (2002) , CRM is a business strategy rather than a technical one.
The main aim of this study is to identify the mediating role of customers' satisfaction on the effect of CRM on long-term customers' loyalty in the Banking sector in North West Bank (NWB) in Palestinian Territory. This study comprised of five sections, introduction, literature review, methodology, the data analysis and the last section is the scholars' conclusion and recommendations. The study consists of six parts as follows: part (1) introduction, part (2) addresses the literature review, whereas part (3) describes the hypotheses, part (4) presents the methodology, part (5) presents data analysis and discussion and part (7) reports the conclusions and recommendations.
Literature Review
This part of the study displays the outcomes of the theoretical and empirical literature review that discussed and analyzed the role of customer relationship management in enhancing the organizational performance through improving the long-term customers' loyalty and customers' satisfaction. This part consists two sections: (1) Theoretical literature review, and (2) Empirical literature review.
Theoretical Literature Review

Customer Relationship Management
Customer relationship management is comparatively a new concept, which arose in 1980s, according to Reinartz & Kumar (2012) and Hollensen (2015) , CRM has two central dimensions, human and business dimensions, human dimension concerns responding and recognizing the human needs whereas the business dimensions are the core components. Karjaluoto et al. (2014) and Muther (2012) demonstrated other five dimensions for CRM which are: solving problems, customers' database, service quality, CRM system integration and employee behavior, these dimensions that identify and satisfy the business needs.
CRM comprises the organization's management interactions with its customers via analyzing their historical data in order to enhance and improve the relationship between the organization and its clients with the aim to enhance the customers' retention rates (Vella and Caruana, 2012) . Chan & Khodakarami (2014) indicate that the objective of using technologies in CRM is to facilitate and automate the business processes in various areas such as marketing, customers support, sales, management and analysis. Furthermore, Galka & Baran (2013) determine the basic dimensions of CRM as maintenance and the formation of long-loyalty between the firm and its customers, marketing direct techniques, constructing customer interaction and personalizing customer relationship. In addition, Peltier et al. (2013) show that CRM gather customers data from several communication channels as customer feedback and social media so it helps the firm to better understand the needs of customers and how well to satisfy their needs. Mostly, the organizations need to use strategies, practices and technologies in their CRM applications to manage and analyze interactions with its customers. Substantially, the main aim of these principles is to increase the efficiency and reduce the customer interactions costs as well as to increase the decision-making process speed and also to improve the labor efficiency.
Customer Relationship Management Dimensions
While the literature on CRM in the banking industry has grown rapidly in the last twenty years, there are limited resources on the specific dimensions of CRM implementation in the industry. However, the broader literature on ass.ccsenet.org Asian Social Science Vol. 14, No. 8 2018 78 these dimensions offers a rich resource base to build principles for CRM implementation in the banking industry. Mok et al., (2013) for example, identifies the importance of service quality in meeting customer expectations as a vital dimension of CRM, while Moin et al. (2012) identify customer databases as a crucial resource to determining customer behavior and attitudes which are in turn help in meeting their expectations. Further, Alqahtani and Saba (2013) argue that solving the customers and business' problem using these databases is a vital dimension of CRM, with. Zahay et al., (2012) and O'Reilly and Paper (2012) further identifying CRM integration and flexibility in employee behavior due to such integration as two critical CRM dimensions.
In the below Source: Own Service Quality described as the action of satisfying the client by meeting their expectations and needs related to the product fully including with regard to (1) price, (2) cost-effectiveness, (3) maintainability, (4) reliability, (5) delivery, (6) availability, (7) appearance, and (8) performance (Wu & Ko, 2013) . Further, for services familiar to the customers, enhanced participation by the customers in the delivery of these services results in increased perceptions of the quality. Aryee et al. (2016) further decompose the service quality concept into five different variables which are reliability, tangibles, assurance, empathy, and responsiveness.
Customer's Database provides insights about the behavior and attitudes of customers to the organization; as well as that the database is the foundation of software used in CRM (Bahrami et al., 2012; Moro et al., 2014; Moin et al., 2012) . Keramati et al., (2014) and Khan et al., (2012) , in turn, define various crucial attributes of the customer database including that it must be shareable, relevant to its purpose, accurate and reviewed in a timely fashion, up-to-date, transportable to where it is required, and secured from theft and loss. Customer databases that possess these attributes aid the organization in tracking client information and forecasting their needs in the future.
Solving Customer's Problems CRM enables the solving of customer's problems by enhancing the accuracy of opportunity forecasts and the organization's capacity to solve client's issue in the future, while also increasing the organization's ability to match product forecasts with customer's needs (De Mast & Lokkerbol, 2012; Coyle et al., 2012) . Alqahtani and Saba (2013) argue that CRM and its constituent customer database offer organizations the opportunity to solve customer problems, specifically by understanding the organization's current position through the generation of vital business metrics and visualization of key performance indicators. Understanding the business metrics and KPIs enables the organization to get an overall view of its sales performance and marketing results, as well as their service resolution standpoint.
Employee's Behavior CRM can play a critical role in driving employee behavioral change, with O'Reilly and Paper (2012) noting that flexible CRM reinforces and supports employee behaviors required to satisfy customers by enabling the employees to recognize and value changing customer needs. CRM enables the organization to consolidate customer information, which can be used to improve the employees' knowledge about changing customer's needs and attitudes. Garrido et al. (2014) , Grigoroudis et al. (2013) , Adeniji (2013) , and Alrubaiee (2012) note that CRM increases employee responsiveness to customers by providing information needed to provide prompt answers to customer questions, and also makes employees more proactive by anticipating customer needs from future forecasts accomplished by the CRM system.
CRM System Integration:
The primary purpose of CRM is to manage, track, and organize customer's conversations, activities, and information; which in turn aids the organization's customer service, marketing, and sales team comprehend their clients better (Cheng & Yang, 2013; Awasthi & Sangle, 2012; Zahay et al., 2012) . According to Li and Mao (2012) and Nüesch et al. (2015) , such integration enhances the organization's understanding of changing customer habits and preferences with the aim of developing new products and services to satisfy the emerging customers' needs, provide products and services needed by the customer and improve client retention.
Customers' Satisfaction
Customers' satisfaction denotes to the extent to which meeting or surpassing the customers expectation leads to repeat purchases by the customer (Jacka & Keller, 2013; Rehman, 2012; Abduh, 2012) . Kaur et al., 2012 , Gazor et al. 2012 , Suki et al. 2012 define customer satisfaction as the customer's judgment following their experience with consuming the product or service; or the client's judgment that the service or product provided is what they expected. Additionally, customers' satisfaction increases the customers' lifetime value, it determines the money amount generated through the customer for business firms; whereas retaining the existing customers' costs is lower than acquiring new customers (Sanjuq, 2014; Saad, 2012; Sun & Kim, 2013) . Moreover, Customers' Satisfaction reduces the possibility of negative word of mouth (Kaura, 2013; Hill et al., 2013; Rego et al., 2013) .
Customer satisfaction identified by various dimensions mentioned in literature including perceived value (Hsu et al., 2012; Rego et al., 2013) , the important needs fulfillment (Steven et al., 2012) , effective response (Grissemann & Stokburger-Sauer; Kärnä, 2014) and expectations or beliefs confirmation (Dehgan et al., 2012).
Long-term Customers' Loyalty
Long-term Customers' Loyalty has several crucial benefits to business organizations, with Setó-Pamies (2012) and Evanschitzky et al. (2012) arguing that customer loyalty leads to customers staying with an organization for a longer time and purchasing more products or services from the organization. Burke (2015) and Malik et al. (2013) in turn posit that organizations benefit from a loyal customer as the latter costs less to serve since they require less support and are familiar with the product or service. Loyal customers, in addition, help to insulate the organization from price wars or competitions, while also acting as ambassadors of the organization's brand (Martinez & Del Bosque, 2013; Lawfer, 2014) . Finally, loyal customers also provide the organization with high quality and honest feedback, which can help improve the organization's products (Blut et al., 2014; Sachs, 2013 ).
Long-term customers' loyalty has several dimensions that have been mentioned in previous literature reviews, such, decreasing loyalty to other competitors (Burke, 2015; Martinez & Del Bosque, 2013; Lawfer, 2014) , the positive word of mouth (Lowenstein, 2014) , the effective logical commitment (Kitapci et al., 2013) , and repurchasing (Sachs, 2013; Beneke et al., 2012) .
Empirical Literature Review
In this section, this study will discuss the empirical reviews of CRM, customers' satisfaction, and long-term customers' loyalty.
Customer relationship management:
The relationship between CRM and the quality of service in the financial services industry have been investigated by Valmohammadi and Beladpas (2014) , from the findings, the researchers suggest that bank managers must focus on the communication construct and implement measures to enhance customer's communication while also obtaining information related to the needs of the client. Yao and Khong (2012) approach CRM in the banking sector from a different perspective, investigating whether CRM is still relevant to the banking sector in terms of perceived business performance and customer satisfaction, arguing ass.ccsenet.org Asian Social Science Vol. 14, No. 8 2018 that CRM considers customers as commodities, they found a positive association between CRM and perceived business performance, as well as between CRM and customer satisfaction. CRM decision-making is mainly based on rule-of-thumb heuristics, outweighing such measures as the lifetime value of customers available in analytical approaches of CRM. This highlights existing CRM limitations and the need for more flexibility in CRM practice (Persson & Ryals, 2014) .
The CRM effectiveness investigated by Padmavathy et al. (2012) , they found that organizational commitment, process-driven approaches, and reliability are the three pillars of CRM effectiveness which showed positive influence on customer satisfaction, whereas reliability has a positive effect on loyalty and customer satisfaction. Yang (2012) investigated the impact of service capabilities individually and interactively on CRM performance in the financial services industry, the results showed that CRM effectiveness is positively influenced by marketing knowledge, information knowledge, and human resources both individually and interactively. Muro et al. (2013) studied the challenges and the strategical benefits of utilizing the customer relationship management systems in the banking industry, they showed that CRM builds robust loyalty relationship with customer if it will be implemented appropriately and it benefits employees, investors and customers. Iriqat and Abu Daqar (2017a) found that there is a positive and strong relationship between CRM and long-term customers' loyalty. Additionally, CRM system integration has a positive direct impact on long-term customers' loyalty. CRM system integration as one of the CRM dimensions is used in this study.
Long-term Customers' Loyalty:
The elements that contribute to long-term customers' loyalty in the service industry were examined by Amin et al. (2012) ; they found that there is a positive relationship between long-term customers' loyalty and corporate image, switching cost, trust and perceived service quality. Rambocas and Arjoon (2012) , investigate customer's loyalty among the millennial generation with a particular focus on internet banking, the researchers determined that the most important influencing factor of loyalty in internet banking from a millennial perspective was perceived relative advantage. Moreover, trust and awareness of benefits offered by internet banking had a moderate impact on customer's loyalty in internet banking. Skowron and Kristensen (2012) more specifically investigated the impact of financial or banking crises on consumer loyalty in the banking industry, the results show that customers in developing countries have lower loyalty levels than those in developed countries and that financial crises have more substantial effect on customers' loyalty in developing countries. Iriqat and Abu Daqar (2017a) investigated the impact of customer relationship management on long-term customers' loyalty in the Palestinian Banks; they demonstrate that there is a direct impact on long-term customers' loyalty and employees' behavior.
The risk of losing customer loyalty was examined by Guillén et al. (2012) . Their findings show that customer loyalty fluctuates over time, the authors also found that customer loyalty in short-term organizational-client relationships depends on the viability of the competition and customer value. However, the effect of competition and type of product on customer loyalty declines and becomes less significant with longer-term organizational-client relationships. Ariff et al. (2013) similarly focus on internet banking, in this case exploring the effect of service quality on customers' loyalty among online banking, from the findings, it emerged that customers' satisfaction had a significant positive relationship with customers' loyalty, as well as a significant mediatory role in the relationship between service quality and customers' loyalty. Furthermore, these findings also showed that proper navigation guidance on internet banking websites and website aesthetics also have a positive influence on internet banking customers' loyalty. Rahmani et al. (2014) explored how the quality of banking organization-customer relationships, brand perceptions, and commitment affect long-term customer loyalty. The findings showed that the quality of the relationship between the bank and the customer had a significant association with long-term customer loyalty.
2.2.3 Customers' Satisfaction: The influence of service quality dimension on customers' satisfaction perceptions in the banking industry was examined by Suki et al. (2012, more specifically in the electronic banking sector; the researchers determined that empathy and responsiveness positively influenced customer satisfaction in relation to e-banking services. These results show the importance of enhancing the quality level of services provided to e-banking customers in order to improve their perceptions of gratification with the overall banking service offerings. Chen et al. (2012) delved further into the role of banking service quality on customers' satisfaction, investigating the influence of financial service fairness and quality on banking customers' satisfaction, the researchers found that perceptions of service fairness significantly influence customer satisfaction. Furthermore, Amin et al. (2013) investigated the effects of customers' satisfaction on customers' loyalty, trust, and image perceptions in the Islamic banking industry, the findings determined a significant correlation between customer satisfaction and image perceptions, image perceptions and trust, and trust perceptions and loyalty for the two segments. Terpstra & Verbeeten (2014) further investigated the association between customers' satisfaction, customer value, and customer servicing costs in the banking industry, determining a positive relationship between cost of customer servicing and customers' satisfaction. In addition, there is a positive relationship between customers value and customers satisfaction. A study examined the customer satisfaction levels in conventional banks against Islamic banks by Saad (2012), as well as the association between customer satisfaction and demographic variables. Iriqat & Abu Daqar (2017b) exploring in their study that CRM and customers satisfaction are positively significant correlated. From the results, it emerged that customers in both conventional and Islamic banks were most satisfied with service quality constructs that included staff efficiency, staff friendliness, and staff competency. Customers satisfaction remains one of the most vital competitive advantage factors in the banking sector, whether in Islamic banking or conventional banking.
Hypotheses
H0-1: CRM doesn't play a significant role in the banking sector in NWB-PT.
H0-2: Customers' Satisfaction doesn't play a significant role in the banking sector in NWB-PT.
H0-3: Long-term Customers' Loyalty doesn't play a significant role in the banking sector in NWB-PT.
H0-4: CRM dimensions don't directly relate to each other in the banking sector in NWB-PT.
H0-5: CRM dimensions don't directly relate to customers' satisfaction in the banking sector in NWB-PT.
H0-6: CRM dimensions don't directly relate to long-term customers' loyalty in the banking sector in NWB-PT.
H0-7: Perception of Customers' Satisfaction doesn't directly relate to long-term customers' loyalty in the banking sector in NWB-PT.
Methodology
Data Collection and Reliability
This study used the structured questionnaire to collect primary data from the Banking sector employees in NWB-PT. The structured questionnaire consists of four sections, which are CRM, and its dimensions (customer's database, service quality, employee's behavior, CRM system integration and solving customer's problem), whereas the second and third sections are customers' satisfaction and long-term customers' loyalty respectively. The last section consists of the demographic characteristics about the study respondents. All these parts have been developed based on previous mentioned literature reviews. In addition, reliability of our questionnaire was calculated using Cronbach's Alpha equation. All endogenous and exogenous variables (CRM, customers' satisfaction, and long-term customers' loyalty achieved high coefficient, which are (0.951), (0.911), and (0.842) respectively, and the total effectiveness of the questionnaire is (0.959).
Population and Sample size
The population in this study is limited to all the Banking sector employees in NWB-PT. According to the Palestinian Monetary Authority (2017) , there are 15 banks in Palestinian Territory, local and foreign, the number of local banks is 7 and the other is 8 banks. The questionnaire was limited to the NWB-PT employees. These banks employ around (7,000), nearly to 1,960 of them are working banks that located in NWB-PT. Krejcie & Morgan (1970) equation was used in this study to determine the minimum sample size, so the minimum sample size is 322 respondents, the scholars used a stratified random sample in order to ensure the equitable presentation for all targeted banks in NWB-PT.
Conceptual Model
The main aim of this study is to identify the mediating role of customers' satisfaction on the effect of CRM on long-term customers' loyalty in the banking sector in NWB-PT. Banks have to measure the customers' satisfaction level to enhance the relationship with their customers in order to deliver services and products beyond their expectations to retain them (Winer, 2001) . The study conceptual framework is developed from previous mentioned studies. The scholars set the conceptual model to guide their study as the following in Figure  1 . 
Data Analysis
This section exhibits the results of the above hypotheses using appropriate econometric methods. This study investigates the role of CRM, customers' satisfaction, and long-term customer's loyalty in the Banking sector in NWB-PT by using one sample t-test. And used Pearson correlation test to examine the relationship between exogenous and endogenous variables, and structured equation modeling has been used to examine the mediating role of customers' satisfaction on the effect of CRM on long-term customers' loyalty in the banking sector in NWB-PT.
H0-1: CRM doesn't play a significant role in the banking sector in NWB-PT.
A one sample t-test was conducted to examine the first null hypothesis (CRM doesn't play a significant role in the banking sector in NWB-PT), with a 95% level confidence, table 2 shows that the CRM (mean=4.3942, SD=.34928) was significantly different from 3.67 (cut point), t= 31.445, p=0.000. The results support that the alternative hypothesis which means that CRM plays a significant role in the banking sector in NWB-PT, as same as for all dimensions (service quality, customer's database, employee's behavior, solving customer's problems, and CRM system integration), the t value of previous mentioned dimensions is (30.585, 26.882, 22.766, 22.912, and 24.042) respectively at the p-value less than 0.05. Thus, CRM dimensions are founded significant to enhance the implementation of CRM in Banks and the role that these dimensions play to achieve a better understanding of the customers' needs and how to employ these dimensions to achieve customers' satisfaction and to build long-term loyalty with them. Source: Own
H0-2: Customers' satisfaction doesn't play a significant role in the banking sector in NWB-PT
A One sample t-test used to examine the second null hypothesis (Customers' satisfaction doesn't play a significant role in the banking sector in NWB-PT), with a 95% level confidence, Table 5 shows that the quality of service is positively significant correlated to employee's behavior, customers' database, solving customers' problems and CRM system integration in the banking sector in NWB-PT, the standardized direct effect of service quality on the previous mentioned dimensions is (0.520, 0.683, 0.725, 0 .481 respectively at the p-value less than 0.05). In addition, customers' database is positively significant correlated to employees' behavior, solving customers' problems, and CRM system integration in banking sector in NWB-PT (0.541, 0.622, 0.539 respectively, P-value less than 0.05). Moreover, employee's behavior is positively significant correlated to solving customer's problems and CRM system integration in NWB Banks (0.625, 0.358 respectively at the p-value less than 0.05). Finally, solving customers' problems is positively significant correlated to CRM system integration, the standardized direct effect of solving customers' problems on CRM system integration is 0.649 at p-value less than 0.05. Table 6 presents that the three CRM dimensions which are: Service quality, Employees' behavior, and solving Customers' Problems aren't significantly related to customers' satisfaction, where calculated p-value was above 0.05 except customers' database and CRM system integration where p-value below 0.05. That's mean the above hypothesis is accepted only for customer's database and CRM system integration. The scholars found that these two dimensions' customers' database and CRM system integration have a direct effect on customers' satisfaction, because customers' database is the data repository that contains all the data related to customers especially their preferences, so once the bank uses this data in the right manner by achieving their expectations and needs based on it, banks will gain a higher level of customers' satisfaction. However, CRM System Integration manifests that customers always looking to facilitate and manage their relationship with their banks, so the better management will lead to a better satisfaction, integrating the used systems and customers information will result in a better customer service in a real-time and accurate way to provide customers with services. Table 7 presents CRM dimensions aren't significantly related to long-term customers' loyalty, where calculated p-value was above 0.05 except for CRM system integration where p-value below 0.05. That's mean the sixth hypothesis is accepted only for CRM system integration. In addition, CRM system integration is positively significant correlated to long-term customers' loyalty in the banking sector in NWB-PT, the standardized direct effect of CRM system integration on long-term customers' loyalty is (0.475, p-value less than 0.05). The scholars found from the previous hypothesis (5), that CRM System Integration is positively significant correlated to customers' satisfaction, while customers' satisfaction has also a direct effect on long-term customers' loyalty as in hypothesis (7). As mentioned previously, the output of relationship marketing is to satisfy customers in order to achieve the main aim which is the long-term customers' loyalty that leads to a higher profitability. Table 8 presents customers' satisfaction is positively significant impact on long-term customers' loyalty, the standardized direct effect of customers' satisfaction on long-term customers' loyalty is 0.189 at the p-value less than 0.05. That's mean the alternative hypothesis is accepted. The scholars realized the reason behind the positive direct effect on customers' satisfaction and long-term customers' loyalty that when banks well serve customers and meet their needs they will win their satisfaction, when customers will be satisfied it will create a kind of trust between them and the bank, and then the customers will be loyal to the bank according to the strong relationship had been established between them. 
Conclusion and Recommendations
The study findings showed that CRM, customer's satisfaction, and long-term customers' loyalty play a significant role in the banking sector in NWB-PT. Moreover, customer relationship management dimensions (quality of service, employee's behavior, customers' database, solving customers' problems and CRM system integration) are positively significant correlated to each other. In addition, Service quality, Employees behavior, and solving Customers' Problems aren't significantly related to customers' satisfaction, whereas, customers' database and CRM system integration are significantly related to customers' satisfaction. The study shows that CRM dimensions aren't significantly related to long-term customers' loyalty, except for CRM system integration, whereas, customers' satisfaction has a positive significant impact on long-term customers' loyalty.
This paper recommended that: Bankers could develop customer retention strategies through offering higher levels of service quality through making poll results about the level of services provided by the bank itself compared with other banks. Some of these strategies is to anticipate the customers' behaviors through analyzing their data and to be aware of the new trends and how it could be applied using the available technology, applications, systems and physical equipment. Through watching customer's data, the bank will be able to handle and respond to any change in the customers' behaviors and their needs and how best to satisfy their needs with the least cost. Also, customers' loyalty program could be applied to improve the customers' perception of the banks with a positive image and feedback.
Banks could also keep in touch with their customers to determine their current needs by offering them services that meet their needs such as online services like e-banking services and mobile applications. In addition, there are some services that may attract customers and retain them by introducing the international money transfer ass.ccsenet.org Asian Social Science Vol. 14, No. 8 2018 services as Western Union and MoneyGram into their online banking services. Banks need to equip and improve these online tools daily and operational services as much as they can, so, customers can submit their services and then these services transferred to the exact branch to be processed there and then sending an acknowledgment message for the customer about his request order. Furthermore, the banks advised to upgrade their customers' database as it is the source of information to solve their problems and to find the best offers that fit their needs and expectations. The customers' database help banks to periodically review and monitor the customers' complaints and problems in order to improve their customer service experience and practice.
The banks need to train and empower its employees with the last cutting-edge skills and knowledge to better serving their customers and build a robust relationship with them. Banks could pay attention to administrative employees because these employees are more effective in maintaining long-term customers' loyalty.
